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A system and coirespooding metiiod provides OHnplcte func- 
tionality for creating and imi^ementing marketing canq)aigns. Hie 
system fcxmulates criteria for targeting clients based on marketing 
strategies, identifies and extracts targeted dibits from a data ware- 
house, automatically generates leads/clients and tracks contact whh 
such clients. The system Is embodied in a contact service infira- 
structurc (CONI), CONI provides contact management, marketing 
campaign management, and lead generation for an overall infor- 
mation systems architecture for strategic marketing. CONI enables 
many of die strategic targeted marketing functions of the overall 
infonnation system architecture t>y generating leads ot lead records 
needed to implement a marketing campaign, and tracking die ac- 
tivity conducted based on those leads. 
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SYSTEM AND METHOD FOR AUTOMATED LEAD 
GENERATION AND CLIENT CONTACT MANAGEMENT 
FOR A SALES AND MARKETING PLATFORM 

TECHNICAL FIELD 

5 The present invention relates to database and record management 

systems. 

BACKGROUND OF THE INVENTION 

Companies from many diflFerent businesses and industries are enga^g in 
new marketing strategies. To expand their customer base and establish new customers. 

10 companies must target potential customers with new or ongoing marketing campaigns 
and contact development campaigns. Due to global ^anaon and industry 
conveigence, markets are expanding and the number of potential customers is increasing. 
Therefore, targeting potential customers must be done efficiently. 

Previous methods of identifying potential customers included identifying 

15 telephone nimibers and corresponding customer names to perform mass calling 
campaigns. Mass calling campaigns are typically no longer eflFective because such 
campaigns require large volumes of resources, including telemarketers, 
telecommunication services, man hours, etc. Furthermore, mass calling campaigns often 
suffer from high failure rates. Moreover, since such campaigns focus on telephone 

20 numbers rather than individuals, the campaigns miss many potential customers. For 
example, one telephone number at a household could be associated with two or more 
individuals in that house, each of which may have separate needs, and each of which 
could be separately targeted. 

Customer data, including telephone numbers and customer names, are 

25 typically stored in a centralized and very large database. Prior calling campaigns would 
query the database for customers based on their telephone numbers (e.g,, area code 
and/or three digit prefix). More recently, new marketing strategies and campaigns are 
formulated which query the database for certain criteria related to phone number records 
in the database. Since the database is centralized and very large, such queries consume 
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significant processing time and are therefore time-consuming. Furthermore, results fi-om 
sudi queries are often difficult to effectively employ in a given mass calling campaign. 
Moreover, mariceting strategies and canqjaigns are limited to types and organizations of 
data within the database. 

5 SUMMARY OF THE INVENTION 

In a broad sense, the present invention embodies a computer implemented 
method for genw-ating leads for marketing campaign fiiom client records stored in a data 
warehouse. The method includes the steps of: (a) creating a mart containing a subset of 
the client records stored in the data warehouse, (b) selecting a subset of the client 
10 records contained in the mart based on a first query, and (c) constructing lead records 
based on the selected subset of the cUent records and additional information stored in the 
data warehouse. 

In a broad sense, the present invention also embodies a system for 
generating lead records for a marketing campaign based on dient records stored in a 

1 5 database. The system includes a user interface unit, a campaign management unit, a lead 
qualification filter unit, a lead management unit and a formatter unit. The user interface 
unit accepts query commands firom a user. The campaign management unit receives the 
query conmiands and creates a lead qualification fiker. The lead qualification filter imit 
applies tiie lead qualification filter to the client data to extract selected client records. 

20 The lead management unit applies predetermined rules to the selected client records to 
produce a set of lead records. The formatter unit converts the lead records into 
formatted lead records for use in the marketing campaigrt 

BRIEF DESCRIPTION OF THE DRAWINGS 

An exemplary embodiment of the present invention will be described in 
25 more detail relative to the following figures. 

Figure 1 is a block diagram showing an exemplary information system 
architecture suitable for practicing the exemplary embodiment of the present invention. 

Figure 2 is a block diagram of a contact service infi-astructure shown in 

Figure 1. 
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Figure 3 is a data flow diagram showing flow of data under an aspect of 
the information system architecture of Figure 1. 

Figure 4 is an exemplary data structure diagram of a lead record. 

Figure 5 is an exemplary data structure diagram of a lead distribution 

5 record. 

Figure 6 is an raemplaiy flowchart showing basic steps and associated 
displayed screens of processes performed by campaign management and lead invratory 
management processes of the contact service infiiistructure of Figure 2. 

Figure 7 is a front view of a computer screen showing an exemplary user 

0 log in screeiL 

Figure 8 is a front view of a computer screen showing an exemplary main 

menu screen. 

Figure 9 is a fix>nt view of a computer so-een shovmig an exemplary 
status qu^ and determination screea 
5 Figure 1 0 is a fix>nt view of a computer screen showmg an exemplary lead 

marts initial query screen. 

Figure 1 1 is a front view of a computer screen showing an exemplary 

initial query and display for a lead generation process. „ 

Rgure 12 is a fix>nt view of a computer screen showing an exemplary 
3 table sdection screen. 

Figures 13 and 14 are front views of a computer screen showing 
exemplary lead mart management scre^. 

Figures IS and 16 are front views of a computer screen showing 
exemplary distribution query and display screens for lead generation processes. 
5 Figure 17 is a front view of a computer screen showing an exemplary 

save, submit or open lead generation queries screen. 

Figures 18, 19, 20 and 21 are front views of a computer screen showing 
exemplary results display screens based on lead generation queries. 

Figures 22, 23 and 24 are front views of a computer screen showing 
0 exemplary sales dty, forms and media type screens. 
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Figure 25 is a front view of a computer sa-een showing an exenq)lary list 

code screen. 

Figure 26 is a front view of a computer screen showing an exemplary 
security screea 

5 Figures 27A and 27B together show an exemplary table built for 

constructing a lead mart. 

DETAILED DESCRIPTION OF THE INVENTION 

An information system ardiitecture, and in particular, a system and 
method for prodding enhanced marketing services based on data stored in a database, is 

10 described in detail herein. In the following description, numerous specific details are set 
forth such as data flow, data formatting, user interfaces, organization and coupling of 
processes, etc., in order to provide a thorough understanding of the present inventioa 
One skilled in the relevant art, however, will readily recognize that the present invention 
can be practiced without use of the specific detmls described herein, or with other 

15 specific data flow, data formatting, user interfeces, organization and coupling of 
processes, etc. Well-known structures, processes and steps are not shown or described 
in detail in ord&c to avoid obscuring the present invention. 

1. Overview 

20 An exemplary information system architecture and corresponding method 

under an embodiment of the present invention provides complete fimctionality for 
creating and implementing marketing campaigns, such as telemariceting and direct mail 
campaigns. The information system architecture permits users to formulate criteria for 
targeting potential customers or clients (e.^,, a query) based on a marketing strategy, 

25 identify and extract targeted clients from a centralized database or data warehouse, 
automatically generate leads, and track client contacts. 

The information system architecture, and many of its individual 
components, can be used for marketing efforts in virtually any type of business, such as a 
long distance telephone service provider. The embodiments of the present invention are 
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desoibed herein with respect to a long distance telephone sennce provida", however, 
such description is for exemplary purposes only. 

The system inchides a Contact Service Infrastructure (CONI). CONI is 
preferably a software-based system that runs on any type or types of conq>uter(s) that 
5 meet minimum performance requirements. In its preferred embodiment, CONI provides 
dirat contact management, campaign management, and lead genwation for the 
information systrai architecture. CONI provides many of the strategic targeted 
marketing functions in the information system architecture by gen^ating leads needed to 
implement a marketing campaign, and tracking resulting activity based on those leads, 

CONI pro\ides a graphical user interface (GUI) for users, where such 
users are typically business strategy units of a company (as discussed below). A user 
analyzes data from the data warehouse to formulate a new marketing strategy and 
employs CONI to iraplemrat that strategy. Employing the CONI GUI, the user spedfies 
catain criteria to be used to target clients. CONI generates a query and extracts data 

1 5 fit)m the data warehouse v^^ch meets the critma or query to form a localized data mart 
Users can add additional criteria to further define or narrow extracted data to a final list 
extracted firom the data mart. The final list is then formatted into leads, complete with 
'"dcEvant data such as names, telephone numbers for telemarketing campaigns,-^ mailing- 
addresses for direct mail campaigns, etc. The formatted leads are then distributed to 

20 various telemarieeting and direct mail centers. 

CONI also manages a given campaign by receiving results from each 
client contact. CONI directs appropriate records to be updated and arranges follow-up 
for certain leads if requested. CONI also feeds results of each client contact back to the 
data warehouse to provide a feedback loop m the information system architecture. Such 

25 feedback loop ensures that data stored therein is current and accurate. 
2. System Architecture 

Referring to Figure 1, an exemplary information system architecture or 
strategic mariceting system (SaMS) infi^tructure 100 is shown. The various 
components of the SaMS Infrastructure 100 interact cooperatively as shown in Figure 1 

30 to provide many targeted marketing functions, such as those described herein. The 
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SaMS infiastnicture 100 perfonns at least three functions: client management, 
information management* and contact services. 

^CUent managemenr includes the process of identifying, traddng and 
managing all of a con^)any's clients. "Clients" indude both currrat customers and 

5 potential customers or leads, and th^efore can consist of himdreds of millions of people 
for many companies. Client managem^t involves desoiptive behavioral data about 
clients as individuals (rather than bdng based on, e,g.^ phone numbers). A primary 
component in the SaMS Infiastructure 100 for client management is a Client Acquisition 
and Retention Management Architecture (CARMA) 102. CARMA 102 is preferably a 

0 software system that provides a database and data processing for client manag^ent. 
An exemplary embodiment of CARMA 102 is described in detail in co-pending U.S. 
Patent Application entitied "System For Managing Client Sales and Marketing Data," 
\^ch is filed concurrently herewith and assigned to a common assignee of the present 
applicatioa 

5 "Information management" is the process of collecting, storing, and 

mana^ng data that reflects entire client populations and trends. Information 
management provides dedsion support fimctions and tools that place raw data in contact 

fQX.praduct.and nwk Information managemmt.deals^with, descriptive 

bdiavioral data about generalized dient populations. A primary component for 

0 information management is a Dedsion Support System (DSS) 104. The DSS 104 
consists of a large-scale data warehouse, along \wth processes for collecting, storing, 
managing, distributing, and analyzing data. In general, a "data warehouse" is a 
consolidation of information for many departments or "Business Strategy Units" within a 
company, as well as information extracted from outside of the company. An exemplary 

5 embodiment of the DSS 104 is described below with respect to Figure 3. 

"Contact services" takes conclusions drawn from data warehouse queries 
and uses them to formulate marketing campaigns and generate leads. It also tracks and 
manages all contacts made with clients. CONI 106 provides contact services for the 
SaMS infirastructure 100. CONI 106 is preferably a software system that uses data 

0 extracted from the data warehouse of the DSS 104, along with specific strategies 
formulated by a company's Business Strategy Units to generate leads. CONI 106 
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interfaces whh a Centralized Lead Rq>o^toiy (CLR) 108 to manage and track contacts 
with clients or leads» as desaibed bdow. 

Information regarding such contacts made with dients are fed back to the 
dient management fiinction of the SaMS infrastructure 100, As a result, the client 
5 management, information management, and contact services functions of the SaMS 
infrastructure 100 is a cydic process: the information management function puts raw 
data into context to perform research, draw condu^ons and form strategies; the contact 
sendees function formalizes and implments marketing strategies based on the researdi, 
condusions and strategies produced under the information management fimction; and 

10 the client management function identifies and trades individuals, collects descriptive and 
behavioral data, and provides such data back to the information management function. 

Various data providers 1 10 provide data to both CARMA 102 and DSS 
104. The data providers 110 inchide any source of data input to the SaMS 
Infrastructure 100 to provide information on clients. The data providers 110 consist of 

1 5 both internal data sources 1 12 and external data sources 1 14. Examples of internal data 
sources 112 include data feeds fi-om billing systems, customer order OTtry systems, order 
provisioning systems, customer databases, marketing databases, customer s^ce 
systems,, , accounts, receivable, systems, andmany others. Th^ may also include Jnput-^-- 
from other components of the SaMS infrastructure 100, such as the CLR 108. 

20 Examples of external data sources 114 include files of telephone 

directories, U.S. Post Office directories, CTedit company reports, and many third party 
data products that provide specific data on people. These third party data prx>ducts may 
include information such as products people buy, where people move to and from, 
services people utilize, and results from telephone surveys on people's interests and 

25 needs. External data sources 1 14 may also an airiines' frequent flier programs, auto dub 
memberships, health dub memberships, travel clubs, and magazine subscriptions. These 
data are used to aid in tracking cUents via clients' memberships and participation in other 
businesses. 

CARMA 102 collects data about specific clients from the data providers 
30 1 10, and uses the data to update client profiles. CARMA 102 then feeds any changes in 
client data to the DSS 104, but in a generalized form. That is, CARMA 102 does not 
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send to the DSS 104 spedfic dients' names and addresses, but rather, sends information 
that reflects genwic dients* profiles. CARMA 102 smds a unique client identifier with 
dient profile changes, so that when leads are gwiwated fix)m data in the DSS 104, they 
can be matched to a spedfic name, address, and tdephone number. In general, dients 
5 are typically identified undo- the SaMS infirastnicture 100 based on their client 
identifiers, \^ch are unique nummc or alphanum^c codes assodated with each diwit. 
Client identifiOT are maintained in CARMA 102 and the DSS 104. 

The DSS 104 also collects data fi-om the data pro\ddera 1 10. The DSS 
104 typically collects data unrelated to specific clients, but rather groups of dients. Sudi 

10 data may include the number of people who moved firom one state to another, the 
numb^ of people who purdiased both a car and home stereo in the same year, or the 
number of women who own a business and are members of a political party. The 
possibilities for data collection by the DSS 104 are numerous, and vary acconUng to the 
business needs of the user of the SaMS infi-astnicture 100. The DSS 104 also collects 

1 5 data fi-om CARMA 102, and other sources, as described below. 

The DSS 104 allows Business Strategy Units (BSU) 1 16 to access data 
stored m its data warehouse. A BSU 1 16 can be a subset of a company responsible for 

fonnulating-bu^ess,,madcetiAg, andsales strategies.,. example, oneBSU Lie^canJje 

responable for international dibits, \^e another BSU 116 can be responsible for 

20 domestic climts. Altemativdy, the BSU 1 16 can be the entire company employing the 
SaMS infiastructure 100. 

Users or BSUs 116 access the data stored in the DSS 104 for various 
fiinctions, including data survey, data mining, data drilling, predictive modeling, general 
queries and results delivery. The data survey function helps the BSU 116 to identify 

25 potentially valuable groups of data. The data survey fiinction hdps the BSU 116 find 
unanticipated patterns to guide marketing decisions. For example, a survey of a data 
mart (described below) may discover that 80% of a population in the nortiieast and witii 
incomes of greater than $50,000 use cellular service. The BSU 116 can thereafter 
determine why income and geographic characteristics lead to cellular usage. 

30 The data surveying fiinction helps identify and classify large segments of 

data. The data mining and data drilling fiinctions qualify these large segments of data to 
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further identify and quantify business opportunities. Once a significant patton has been 
established, the pattOTi can be represented as a math«natical model that establishes the 
corrdation between cotain charactOTStics (e,g., income over $50,000, northeastern US. 
population, etc.) to other characteristics {e,g., cellular uscts). From these models, the 
5 BSU 1 16 can oeate mailing lists of candidates for a ceUular direct mail campaign. 

The general query fiinction allows the BSU 116 to perform simple 
quOTes of data in the data marts via a DSS user interfecc process. For exanq>le, the 
BSU 116 can query the data mart for the total sales in a given year. The results delivery 
function allows the DSS 104 to ddiver data in numwous ways, such as formatted 

10 rq)orts, three-dimen^onal graphics, etc. 

Each BSU 1 16 performs strategic queries of data in the data warehouse 
of the DSS 104, using certain analytical tools. From the results of these queries, the 
BSU 116 formulates marketing campaigns. The BSU 116 then uses CONI 106 to 
implement the selected marketing campaign. As described more faUy below, the BSU 

15 116 spedfies to CONI 106 criteria to use in extracting lead data from the DSS 104. 
Lead data is used to identify client leads, which are clients to be targeted in the selected 
marketing can:q)aign, A "lead" is typically a client who is a potential customer of the 

.company, EacKJeadjs identified, by -a.con«sponding,.uniq^^ 

the DSS 104. CONI 106 then generates leads or lead records by matching these client 

20 identifiers with a name, address, and/or telephone number obtained fi-om CARMA 102 
via an operational data collection/distribution process of DSS 104, described below with 
respect to in Figure 3. 

When CONI 106 generates lead records, it places these records m the 
CLR 108. The CLR 108 is a database, smaller than the data warehouse of the DSS 104, 

25 used to track leads and activities performed on leads. The CLR 108 stores both lead 
records and lead distribution records. Each lead record, stored in the CLR 108, includes 
fields for client identifier, telephone number, address identifier, and perfiaps a field for 
previous contact. Figure 4 shows an exemplary, more detaUed, lead record constructed 
under Informix, showing numerous, generally self-explanatory fields. The CLR 108 

30 preferably stores only one lead record per client. The CLR 108 also stores lead 
distribution records. More than one lead distribution record can be assodated with each 
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lead record. Figure 5 shows an exemplary, more detailed, lead distribution record 
constructed undo- Informix, showing numerous, generally sdf-explanatory fields. Each 
lead distribution record includes fields for identifying certain TM/DM centers 118, a 
nimiba* of records descend to each center, dates, priority codes, etc, 
5 The lead records graerated by CONI 106 and stored in the CLR 108 are 

distributed by CONI to one or more Tdwnarketing/Direct Mail Centers (TM/DM 
centers) 118. The TM/DM craters 118 indude call centers fi^om which telemariceting 
agents p^orm client contacts, sales, and services over the phone. Often, a TM/DM 
cmter 1 18 is located in each "sales at/* in v/bich marketing campaigns are conducted. 

10 However, the TM/DM centers 118 can conduct marketing campaigns outside of the 
cities in which they are located. 

The TM/DM centers 1 1 8 may also indude centers fi-om \^*ich direct mail 
campaigns are conducted. While the present invention is generally desaibed below wth 
respect to a tdemarketing can^aign performed at the TM/DM center 118, those skilled 

15 in the rdevant art will readily recognize that the embodiment of tiie present invention is 
equally applicable to direct mafl campaigns. Additionally, tfie present invention is 
equally applicable to other methods of contacting clients, dther physically or 

-dectronicdly,.such as viacrmail orlnternetcontact.^ , . . 

Agents at the TM/DM center 1 18 use the lead records provided to than 

20 by CONI 106 to call or contact clients and perform sales and/or service fimctions. The 
agents input the results of these contacts to tiie TM/DM center 118, which forwards the 
results to CONI 106. CONI 106 provides information firom these results back to both 
CARMA 102 and the DSS 104 as a data provider 110. For example, if a client is 
contacted to market to them long distance service, but the client indicates they prefer to 

25 switch their local phone service provider instead, an agent records this indication in a file 
at the TM/DM center 118. A file of all clients who prefer to switch thdr local phone 
service pro\ader is then fed, as a data provider 110, to CARMA 102 and the DSS 104. 
CARMA 102 uses this information to update the profile of each client included in the file 
to indicate this client is interested in switching their local service provider. This 

30 information is tiien fed fix)m CARMA 102 to tiie DSS 104, in tiie form of a dient 
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idendfiCT and an indicator that represents an interest in switching local s^ce prowdera, 
which is stored thereia 

The DSS 104 can also receive information directly from the TM/DM 
center 118 (as a data provider), via CONI 106, indicatmg how many people m a 
5 particular for example, are mterested in switching thei^ From 
this information, the BSU 1 16 can qaery the DSS 104 to determine if enough mterest 
exists in a certain dty to fbnnulate a local service provider marketmg campaign in the 
city. CONI 106 can then genwate leads for the local service provider campaign. The 
above example represmts one of many feedback loops within the SaMS infrastructure 
10 100. 

When an agent at the TMZDM centw 1 18 signs up a new customer or 
makes a sale, the agent inputs an order directly into a customer order entry system 120. 
The customer ord^ entry system 120, in addition to recording and p^o^dsioning the 
order, provides update data to the DSS 104 to indicate the resuks of, or information 
15 surrounding, the order. For example, if the order is for long distance service, the 
customer order entry system 120 updates the DSS 104 to indicate this client now 
subsoibes to long distance service. 

- - -Tha ordecfor long distance.^rvice.is also provided to .National -.LEG- 

Interface System (NLIS) and Quick Primary Interexchange Carrier (PIC) systems 122. 

20 The NLIS and Quidc PIC systems 122 provide the order to the dient's Local Exchange 
Carrier (LEC) 124 so that the LEC can convert the client's PIC at the appropriate local 
Class 5 switch. The NLIS and Quick PIC systems 122 are described in detail in U.S. 
Patent Application entitled "System and Method for Real Tme Exchange of Customer 
Data Between Telecommunications Conq)anies," (attorney Docket No. 1643/00568; 

25 asagnee Docket No. COS-96-069) and assigned to a common assignee of the present 
application. The architecture of the TM/DM centers 1 18, customer order entry system 
120, and NLIS and Quick PIC systems 122 enable the processes of contacting a client, 
selling long distance service to that client, recording and provisioning the order for long 
distance service, and converting the client's PIC at the LEC 124 switch to all occur 

30 within only a few minutes. 
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The NLIS and Quick PIC systems 122 also provide data to the DSS 104 
for unsolidted PIC conversions. If customers of a long distance company switch to 
another company, thdr PIC conversions will be provided by the LEC 124 to the NLIS 
and Quick PIC systems 122. The NLIS and Quick PIC systems 122 provide files of 
5 these convCTsions to the DSS 104. The DSS 104 in turn stores them, and allows CONI 
106 to extract all recent PIC converaons and gen^te leads for a customs win-back 
campaign. 

The SaMS infi^structure 100 conasts of CARMA 102, the DSS 104, and 
CONI 106 as a core. The SaMS infrastructure 100 also uses and can include the CLR 

10 108, TM/DM centers 118, customer order entry system 120, and NLIS and Quick PIC 
systems 122 to provide additional fimctionalities. The SaMS infrastructure 100 also 
allows the use of a BSU 116, providing to the BSU the ability to analyze massive 
amounts of data and formulate marketing campaigns that are automatically implemented 
via lead graeration and provisioning to the TM/DM centers 118. The SaMS 

15 infrastructure 100 is described in greater detail in co-pending U.S. Patent Application 
entitled "Information Ardiitecture For Strategic Marketing Systwns,** ^ch is filed 
concurrently herewith and assigned to a common assignee of the present application. 

- • - — — — JLeferring to-Eigure 2,.an exeraplaiy internal arcMtecture of €OM 10^ 

shown. CONI 106 provides a graphical user inter&ce (GUI) 160 for users to interact 

20 with CONI in at least two ways: to construct lead marts and to perform queries or 
searches within such constructed lead marts. Considering first the quay of lead marts, 
users such as a BSU 1 16 of the company, use the GUI to translate a marketing strategy 
into a marketing campaign. Examples of screens displayed by the GUI 160 to the BSU 
1 16 are shown in Figures 7-26, described below. The BSUs 1 16 selea options or input 

25 data via the screens shown in Figures 7-26 in conventional manner, such as using a 
mouse or keyboard of a computer. 

The BSU 116 first specifies criteria for targeting clients. For example, 
from a prior analysis performed on data in the data warehouse of the DSS 104, the BSU 
1 16 may determine that people who have recratly moved from California to Colorado, 

30 and have purchased a car in the past year, are likely to subscribe to cellular service and 
switch their long distance provider. As a result of this determination, the BSU 116 
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wishes to offer a long distance and cellular service padcage to these people under a 
telemarketing campaign. The BSU 1 16 uses the GUI 160 to input and specify that it 
wants to pull records of all clients who have (1) moved from California to Colorado, 
(2) have purchased a car in the past year, and (3) are not currently both long distance 
5 and cellular customers of the company. 

A campaign management process 162 receives the input data or critaia 
from the GUI 130 and translates such oiteria into a lead qualification Siter or file. For 
example, the campaign management process 162 builds a quay from the input critoia 
using structured query language (SQL) statemmts. The buUding of a query is desaibed 
10 below with respect to Figures 6, 11, and 15-21. A quciy to produce a list of lead 
records is generally described herein as a "marketing campaign," as described below. 

A lead qualification filter process 164 recdves the constructed lead 
qualification filt^ from the campaign management process 162 and applies such filter to 
data in the data warehouse of the DSS 104 or in a lead mart 166 (discussed bdow) to 
15 extract a list of clients which meet the aiteria specified by the lead qualification filter. 
The lead qualification filter process 164 employs the lead qualification filter to extract 
client records as "lead records" for a given marketing campaign, and stores such lead 

. w ^«.X<Ka?^?Jogerti§r Alead mart,^ 1^ below), , , _ , . .......... 

In the previous example, the lead qualification filter may first extract a 
20 first lead list of all client identifiers for clients who have moved from California to 
Colorado, then from this first list extract a second lead list of all clients who have 
purchased a car in the past year. From this second list, the lead qualification filter then 
extracts a third, smaller lead list of all cliwits who are not currentiy both long distance 
and cellular customers of the company. The lead qualification filters may also extract 
25 other undesirable leads, such as clients who have requested to not be contacted 
("suppressions") or clients whose age is greater than 100 (/.e., probably deceased). 

In general, queries and retrieval of selected data from databases, data 
marts, and data warehouses under the exemplary embodiment of the present invention 
are performed using known database querying and retrieval techniques, such as using 
30 SQL statements and open database connectivity (ODBC), as is known by those skilled in 
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the relevant art Thus, to avoid obscuring important aspects of the present invention, 
such details are graa:ally omitted herein. 

The lead qualification filter process 164 also constructs lead marts 166 in 
which to store the data extracted Grom the DSS 104 based on certain lead qualification 
5 fihm. "Lead marts'* 166 are databases, smaller than the data warehouse, which contain 
subsets of data fiom the data warehouse. In general, the lead marts 166 are customized 
coUections of data extracted fi-om the DSS 104 for indi^adual BSUs 1 16. As is described 
herein, the BSUs 1 16, in turn, query the lead marts to develop specific client lists for a 
S^ven marketing campaign. 

10 Each lead mart 166 is typically a single-subject database used by 

individual groups of users, such as individual BSUs 1 16 in the company. Examples of 
such lead marts 166 for a long distance company, in a prefi^ratial order, can be a lead 
mart storing data of all customws of international alliances on partner programs (e.g;, 
frequent flyer programs), a lead mart storing data of all customers who make fi-equwit 

1 5 international calls to non-English-speaking countries, a lead mart with all customers who 
make frequent international calls to English-speaking countries, a lead mart of all 
previous customers who have recently switched to another long distance company, and a 
» inass j^^ QJistomers.^of a particular service. These common lead , . . 

marts 166 can be used to manage ongoing marketing campaigns. For example, a lead 

20 mart 166 of all previous customers who have recently switched to another long distance 
company would be very usefiil for managing an ongoing customer win-back campaign. 
The lead marts 166 may be embodied in a separate computer, such as a Sun Box, 
manufactured by Sun Microsystems, but do not need to be. 

In the exemplary embodiment, the lead qualification filter process 164 

25 provides a preferential order or hierarchy of lead marts 166 so that a given client is not 
identified in more than one lead mart (and thus not contacted repeatedly under various 
marketing campaigns). For example, the lead mart 166 of customers of international 
alliances/partnerships has a higher ranking than the lead mart of customers who make 
international calls to English-speaking countries. 

30 The lead qualification filter process 164 can be setup to perform nominal 

or periodic processing. For example, the lead qualification filter process 164 can be 
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seated to pwform repeated data extraction from the DSS 104 based on a previously 
created lead qualification filter. Thus, on a periodic basis (e.^., daily), the lead 
qualification filtCT process 164 periodically quaies and extracts client records from the 
DSS 104 (via data warehouse shipping (described bdow)) that satisfy the lead 
5 qualification filter, and updates the corresponding lead mart 166. Thus, the lead marts 

166 continuously have curr^itly updated data stored tho:^ 

The user or BSU 116 also uses the GUI 160 to input data or lead 
inventory specifications for CTeating spedfic client lists for implementing a ^en 
mariceting campaign. For example, the user may input data to the GUI 160 spedfying 
10 how many lead records are to be formatted each day, to which TM/DM centers 1 18 
catam lead records should be distributed, etc. A lead inventory managem^t process 

167 receives such input data from the GUI 160 and uses the data to manage the 
extraction of and processmg lead records from the lead marts 166. Thus, in a mann«- 
similar to that for the lead qualification filter process 164, the lead inventory 

15 management process 167 constructs a query based on data received from the GUI 160 
and extracts lead records stored in one or more of the lead marts 166 based on a ^ven 
marketing campaign to produce a "lead list" or list of lead records selected based on the 

Sye^X n^^g^cainp?^ inventory .managemait process 167 stores..the 

resulting lead list and corresponding lead records in the CLR 108. 

20 While the lead list typically includes a list of lead records, each lead 

record indudes not only the client identifi«- for a ^ven lead, but also additional 
information regarding the client, such as a number of times, and assodated dates, whm 
the dient was contacted, and a code number corresponding to a marketing campaign 
during which the client was contacted. Generally, leads or clients can be tracked wthin 

25 COM 106 based on a marketing campaign code created when a marketing campaign is 
created. Furthermore, the lead inventory management process 167 stores lead 
distribution records for each marketing campaign. The lead distribution records identify 
which TMZDM center 118 a given lead record is to be distributed (or has been 
distributed). More than one lead distribution record can be assodated with one lead 

30 record, since a client under the lead record can be assodated with more than one 
mariceting campaign. The lead inventory management process 167 creates lead 
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distribution records for the ghrei marketing campaign which specifies how many lead 
records are to be formatted each day, to vMch TM/DM c&atets 118 certain lead records 
should be distributed, etc. 

The lead inventoty management process also performs certain SCTeening 
5 processes such as ensuring that duplicate dient records are not retrieved and stored in 
the CLR 108. The lead invaitoiy management process 107 ensures that a ffvm client is 
not identified in two separate nuirkeling campaigns (and thus is not called tmce). The 
lead inventory management process 167 flags each clirat identified under a lead list in 
the CLR 108. If a subsequent lead list identifies a client already flagged in the CLR 108, 

10 the lead inventory management process 167 compares a hi^ardiy or rating of the new 
lead list to that of the former lead list which previously flagged the ^ven dient. If the 
subsequent lead list has a Ugher ranking than the prior lead list, then the dient is flagged 
for the new lead list. Thereafter, the lead mv^ory management process, via a formatter 
(described below), cancels a lead record previously forwarded to the TM/DM crater 118 

15 imder the prior lead list. Thus, the lead inventory managraient process 167 can 
dynamically adjust ongoing marketing campaigns so that more successfiil campaigns 
(higher priority campaigns) preside over and accumulate dients fi-om oth^ campaigns. 
- - - . . - to genei^, CQJ^I 106 p^^ granularity.to 
the BSUs 116. Under a coarse granularity, the BSU 116, through the GUI 160, 

20 campaign management process 162 and lead qualification filter process 164, extract a 
subset of dient data from the DSS 104, and stores sudi data in a lead mart 166. In a 
finer granularity process, the BSU 116, through the GUI 160 and processes 162 and 
164, develop a subset of client data stored in a lead mart 166 to produce lead lists and 
extract lead records for certain marketing campaigns. 

25 Summarizing, the campaign management process 162 creates lead 

qualification filters based on queries or criteria input by the BSU 116. The lead 
qualification filter process 164, in turn, implements such created lead qualification filters 
to extract the appropriate data from the DSS 104 (to construct lead marts 166) or from 
the lead marts (to construct lead lists). The campaign management process 162 provides 

30 an interface between the GUI 160 and the lead qualification filters process 164, while the 
lead qualification filters process interacts with the databases/data warehouses. 
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A formatta^ process 168 recdves client data that is extracted fibm the 
CLR 108 and DSS 104 based on a lead list for a given marketing campaign. The 
formatter process 168 matdies the client identifiCT of each entry in the lead list \wth a 
name, address (if for a direct mail campaign), and telephone numbo- Of for a 
5 tdemark^g campaign) to create an appropriate lead record to be ultimately used to 
contact the client. The formatter process 168 obtains the name, address, and telephone 
number assignments for client identifiers firom CARMA 102 via the DSS 104. As shown 
m Figure 3, the DSS 104 includes an operational data store (described bdow) that 
extracts this information fi-om CARMA 102 and feeds it to CONI 106. 

10 The formatter process 168 formats the resulting leads into lead records, 

and lead distribution records that include an identification and address of specific 
TMZDM craters 1 18 to which each lead record is to be distributed; tMs information is 
provided by the lead inventory managemOTt process 167. The formatter process 168, in 
the exemplary embodiment, is table driven, and thus employs definition files, similar to 

15 templates. Such definition files specify the location of data retrieved by the formattCT 
process 168 for display to agents at the TM/DM centers 118. For example, the 
definition file can specify that column 1 include phone numbers, colunm 2 include names, 
^fi By b^ing table driy^sn, the fonnatter proQess, 168 does not require underfying code, 
to be changed if a ^ven lead record format is to be changed. Instead, only the definition 

20 file needs to be changed in order to change the way in which data extracted fi-om the 
DSS 104 is displayed to agents at the TM/DM centers 1 18. 

The TM/DM centers 118 receive formatted lead records fi*om the 
formatter process 168. Agents at the TM/DM centers 118 then contact clients identified 
in such records and record the results of such contacts. 

25 A contact management process 169 receives the results of the contacts 

firom the TM/DM centers 118. In the exemplary embodiment, the results of such contact 
consist o^ or include, certam predetermined codes. Such codes indicate whether a client 
is to be a suppression, whether the client is to be contacted again and at what time, and 
any changes to be made to the client's profile. Thus, the contact management process 

30 169 arranges a follow-up wth a lead if needed, updates stored data, etc. The contact 
management process 169 forwards the code and or information to the data warehouse of 
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the DSS 104 for storage. The contact managCTient process 169 therd)y provides 
feedback on the results of the marketing campaign. The feedback provided by the 
contact management process 169 provides historical information to CONI 106. Such 
historical data can be accessed, via CONI 106, by the BSU 116 to determine how 
5 successful a given marketing campaign is. The BSU 116 can then modify a ^cn 
marketing campaign to hdp improve its success, if needed. 

Figure 3 illustrates steps imdw a typical data flow for collecting and 
storing marketing data, and using that data to formulate and implemrat a marketing 
campaign, in the SaMS infrastructure 100. Process steps or data flow in Figure 3 is 
10 identified by reference numbers 1 through 24. Paragraphs below are introduced by a 
numbw-, 1 throu^ 24, which corresponds to the data flows shown m Figure 3. Where 
relevant, certain hardware or processes are also desmbed with respect to the data flows 
1 through 24. 

1. Client information from the data providers 110 is collected by 
15 CARMA 102. As noted above, the client information from the data providers 110 can 

include internal data sources such as the company's customer traffic, billing system 
records, cliMt contact records, etc., as well as external data such as syndicated lifestyle 
- - infpnnatipn, CARMA 102 is designed to accept data in.pi:actically any format and from 
any source. CARMA 102 uses mput client information to update client profiles in its 
20 client database. 

2. Any changes to client profiles in CARMA 102 (generally a result 
of new client information input by the data providers 110) are captured and fed to the 
DSS 104. Spedfic client identification data, such as names and addr^es, are wthhdd. 
Instead, CARMA 102 provides generic client identifiers to the DSS 104, The DSS 104 

25 uses a data harvesting process 170 to coUea and format all input data, whether from 
CARMA 102 or any other data provider. The data harvesting process 170 includes 
processes for identifying, extracting, transforming, deriving, aggregating, integrating and 
conducting integrity checks of data collected from the data providers 110. 

The identifying process identifies what data elements vydthin the collected 

30 data are needed for downstream processes, as well as identifying a definitive source for 
collected data, not necessarily the first known source. The extracting process copies 
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appropriate data from the data providers 1 10. The transforming process recondles the 
various ways that the same data is labeled as it is recdved fi^om the data providw^ 110. 
For example, vahies for a cUent's sex under one data provider or systrai may be in the 
form of "m" or "f." while from another data provider be in the form of "1** or "2." The 
5 transforming process may instead assign a new vahie, sudi as "male" and "female." 

The deriving process conv^ some data into anoth^ vahie. For 
example, two or more fields of data about a dient m^ be conv«led to a score (e.^., the 
address and income of a dient combined and represrated by a two-digit score). The 
aggregating process combines and sunmiarizes data a^oss a set of transactions or a set 

10 of individual clients. For example, the total monthly long-distance spending by a dient 
be aggregated over a year to provide an average monthly spending value for that 
dimt. The integration process matdies data with the appropriate dient number, and 
verifies time fi^ames for each piece of data. The integrity check process ensures that data 
stored in the data warehouse is in the appropriate form/format. 

3, The data harvesting process 170 collects from various data 
providers 110 information for which spedfic client identification is not needed. This 
information can be used to identify general trends. 

- 4- The data.harvesting process 170 stores all the data h collects in a 

data warehouse 172. The data warehouse 172 may be partitioned and configured in 

20 various schemes to suit the needs of the business utili2dng it. For typical businesses, such 
as a teleconmiunications company, it must be capable of storing huge volumes of data, 
perhaps several Terabytes. The data warehouse 172 prefoably employs a massive 
parallel processing (MPP) platform, such as more than 100 IBM SP2 processors. A 
scaleable database management system is preferably used, such as that offered by 

25 Informix Corporation. 

5. and 6. A data shipping process 174 extracts specific data from the 
data warehouse 174 and places this data in data marts 175. The data marts 175 are 
smaUer databases that house subsets of data from the data warehouse 174, and are used 
to fecilitate quick and easy access to the data stored in the data warehouse. The data 

30 marts 175 each preferably employ symmetrically parallel processor (SMP). Each data 
mart 175 is setup for an individual customer or user of the DSS 104. For example, one 
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data mart 175 can be established for a residential marketiiig BSU 1 16, and another data 
mart established for a small business group BSU 116. 

A user of the DSS 104, such as a BSU 116, specifies in the data shipping 
process 174 what data they wish to have placed in their data mart 175 from the data 
5 warehouse 172, and when. The BSU 1 16 specifies such criteria via a DSS user interfece 
process 176 (described below). The data shipping process 174, on a periodic basis, then 
extracts data fi^om the data warehouse 172 under the user's spedfied oiteria, and places 
this data in the user's data mart 175. Summarizing, the data shipping process 174 moves 
data fiom the caitral data warehouse 172 to departmental data marts 175 in a process 
10 similar to the data harvesting process 170 {e.g., users can select requested elements and 
require additional transformations be applied to data before it is stored in the data 
marts). 

7. and 8. The DSS user interface process 176 is a tool that provides 
access to and analysis of data m the data marts 175. Users, such as a BSU 1 16, use the 

15 DSS user interface process 1 76 to poform queries into the data in their data mart, under 
a queiy process sinular to that described above for CONI 106. For example, the data 
shipping process 174 may extract from the data \rarehouse 172 data representing all 

diaits who. Jiavje . recently moved ta the United States fix)m a foreign countiy. and.place- 

this data in one of the data marts 175 for the BSU 116. The BSU 116 then uses the 

20 DSS user interface process 176 to obtain a list, from this data, of all of these dients who 
moved to California from Japan, and have selected another long distance company. 

Generally, more complex methods of analysis are used to determine ^vAiSt 
types of marketing campaigns can be successfiil. The BSU 1 16 examines their data mart 
175 to find agnificant patterns and relationships that can be translated into mariceting 

25 strategies. Using the DSS user interfece process 176, the BSU 1 16 formulates queries 
and performs the necessary analysis of data in thdr data marts 175 to develop mariceting 
strategies and therefix)m determine what sort of marketing campaigns to implement. 
Queries against data in the data warehouse 172 are made using SQL or other query 
language. 

The BSUs 116 preferably includes minicomputers or workstations, sudi 
as Sun Microsystems SC2000/SPARC20 system. Such microcomputers preferably 
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operate wider a UNIX operating system, and run a database managemrat system such as 
that ofFwed by Informbc. The minicomputws (as well as other elements within the SaMS 
infirastructure 100) are coupled using high-bandvwdth connections. For example, the 
minicomputers of the BSUs 116 are prefi^ly coupled to the DSS 104 and CONI 106 
5 uOTig fiber-optic distributed data interfece (FDDI) local-area network connections. The 
mimconq)uters preferably communicate to the infirastructure 100 uang ODBC. 

The BSUs 116, in the exemplary embodiment, onploy a World VWde 
Web browsa- to access hypatext markup language (HTML) applications on the DSS 
104 and/or CONI 106. The HTML applications provide a menu of data \dews and other 
10 screens, under a GUI environment (to the BSU 1 16). as described herdn. Thus, the 
BSUs 116 access portions of the SaMS Infirastructure 100 via an intranet, or via the 
Internet. 

9. Once the BSU 1 16 has analyzed data and determined a marketing 
strategy, they use CONI 106 to implement that strategy as a marketing campaign that is 

15 targeted for a spedfic dient segment The campaign management process 162 and GUI 
160 within CONI 106 provide the ability for the BSU 116 to state their marketing 
campaign as spedfic crit^ia. 

^ ■ -^^ ^ .^ .. M- .. Dat^ input- through the GUI 160 to .the campaign management . . 

process 162 is converted by the campaign management process mto lead qualification 

20 filths under the marketing campaign. The lead qualification filters are then input to the 
lead qualification filters process 164. The lead qualification filters process 164 is the 
interface between the data shipping process 174 of the DSS 104 and CONI 106. The 
lead qualification filters specify criteria that clients need to meet in order to be included 
in the marketing campaign. 

25 11. The lead qualification filters process 164 extracts data fi-om the 

data warehouse 1 72 based on criteria that represents the BSU 11 6' s marketing campaign 
(under the lead qualification filter). Alternatively, the lead qualification filters process 
164 applies the lead qualification filter to extract data stored in the lead marts 166. 

12, Client records that meet all lead qualification filter criteria are 

30 placed in the lead marts 166 as related lead records. The lead marts 166 are CONI 106 
data marts housing client records or lead records for particular maiiceting campaigns. 
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From the lead records, formatted lead records will be generated (as discussed heron), 
Th&re may be multiple lead marts 166, but only one record of a single dient is preferably 
stored in one of them 

13. The lead inventoiy management process 164 creates a lead list 
5 based on the lead records sdected by the lead qualification filter. Additionally, the lead 
invCTtoiy managemrat process 164, undo- direction from data input tcom the BSU 1 16, 
oreates lead distribution records that spedfy the number of lead records to make 
available for calling or moling, specify which TM/DM centers 118 receive each lead 
record, spedfy \^ole numbers of lead records to assign to each TM/DM cento*, etc. 

10 The BSU 116 can use the lead inventory management prx)cess 164 to specify ^ere 
leads are to be sent, based on agent skill sets, geography, resources available, etc., 
thereby allowng the TM/DM centers 118 to manage their resources betto. The lead 
inventory management process 164 also ensures that each client is extracted only once 
fi^m all of the lead marts 166, ensuring no client duplication in various lead lists. 

15 14. The lead inventory managonent process 164 feeds the lead list 

and assodated lead records and lead distribution record for storage in the CLR 108. 
The CLR 108 maintains lead records for each client throughout the marketing campaign, 

~kdu<feg.. previous cont^ and results of contacts, under , the. feedback .data^^flows 

described herdn. The lead inventory management process 167 tracks leads on clients 

20 that have recratly been provided to a TM/DM craters 1 18, to ensure fi-equent contacts 
are not made to the same client and updates lead records in the CLR 108 accordin^y. 
For example, if a lead record on a specific client is passed to a first TM/DM center 1 18 
on one night, and another lead record on the same client is provided to CLR 108 fi-om 
the lead inventory management process 167 the next lught, the lead record in CLR 108 

25 will dther indicate on the second lead record that this is a second lead record for the 
same client in two nights, or an indication will not pass this lead to another TM/DM 
center 118. 

15. The DSS data harvesting process 170 collects fi^om CARMA 102 
a feed of spedfic data assodated with or assigned to client identifiers such as name, 
30 address, and telephone numbers. 
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16. This spedfic data is placed in an operational data store (ODS) 
178. The ODS 178 is similar to the data warehouse 172, but is generally much smalls. 
A purpose of the ODS 178 is to store data temporarily, in order to distribute data to 
other processes or systems. 
5 17. and 18. Upon request by the formatter process 168, the data sMpping 

process 174 extracts from the ODS 178 the spedfic data, sudi as the name, address, and 
telq>hone number, as^gned to the dimt identifiers in the lead records, and provides this 
data to the formatter process. The formatter process 168 uses this data to assign a name 
and telephone numba-, and possibly a mailing address, to each cliait identifier that was 
10 provided by the lead inventory management process 164, and create formatted lead 
records. 

19. The formatter process 168 retrieves the lead records assodated 
wth the lead list from the CLR 108 and constructs formatted lead records using the 
client data provided by the data shipping process 174. Formatted lead records may 

15 indude some or all of the followmg data; dient names, telephone numbers, addresses, 
contact history, TMZDM centers 1 18 assignment, and other information pertinent to the 
marketing campaign. The formatter process 168 formats lead records by matdiing client 

Mentifiers, whidi ajj^joecgjYed by the, lead- inventory manag^ent^ process 164, with . 

names and telephone numbms firom CARMA 102. 

20 20. The formatter 168 forwards the formatted lead r^rds to the 

appropriate TMZDM centers 118 based on the lead distribution list. The TM/DM 
centers 118 import such lead records and contact the clients and conduct the marketing 
campaign, such as offering long distance services or products. 

21. The results of each client contact are recorded locally at the 
25 TM/DM centers 118. 

22. The results of each client contact are extracted by or forwarded to 
the contact management process 169 within COM 106 from the TM/DM center 118. 
The contact management process 169 can arrange follow-up leads and report on status 
or results of a given campaign. The contact management process 169 may automatically 

30 update lead records stored within the CLR 1 08. 
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23. The contact management process 169 provides results of client 
contacts to the data harvesting process 170, so that the data warehouse 172 can be 
updated with these results. The data shipping process 174 then updates the 
correspondmg data in the data marts 175. This represents anotha* of many feedbadc 

5 loops built mto the SaMS infrastructure 100. As noted above, the BSU 1 16 formulates 
and conducts a marketing campaign. The results of each client contact under the 
campaign are fed to the data wardiouse 172. The BSU 116 can then extract and analyze 
the results of the overall campaign by spedfymg to the data shipping process 174 an 
extraction of certain client data. From this, the BSU 116 may formulate another 

10 campaign, modify an existing campaign, or identify an unexpected response to the 
previous campaign. 

For example, the BSU 116 may formulate a campaign to sell long 
distance service to a certain RBOC's customers. Many customers, when contacted by a 
TM/DM center, may respond with a preference to switch local service providers. These 

15 responses are recorded in the CLR 108, extracted by the contact management process 
169, collected by the data harvesting process 170, and stored in the data warehouse 172. 
The BSU 116 then analyzes the results of their campaign via the DSS user inter&ce 
^ proceiiS 176.. «md previously updated , data marts,, and , determines that a local service 
marketing campaign to those same customers is needed. 

20 The TM/DM caiters 118 can also perform direct mail campaigns. For 

example, CONI 106 can instruct the TM/DM center 1 18 to mail brochures to selected 
clients, wait two weeks, then call those clients. 

24. The result of a client contact may be that the client requests to not 
be called again (a "suppression"). As noted above with respect to data flow 22, the 

25 contact management process 169 updates the lead records in the CLR 108 to indicate a 
suppression for the client. An extraction of all suppressions are then fed, as a Data 
Provider, to CARMA 102. CARMA 102 in turn will feed these suppressions, by client 
identifier only, to the data warehouse 172. The lead qualification filter process 164 can 
then filter out any clients with a suppression indicator in fiiture campaigns. Suppressions 

30 can also be provided to CARMA 102 fi-om External Data Sources 1 14, such as a LEC 
124. 
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The campaign management and lead invratory processes will now be 
described with respect to the exemplary flowchart of Figure 6. Figure 6 shows an 
overall process 200 p^ormed by the campaign managemoit process 162 and lead 
inventory management process 167. Associated with each step or subprocess in 

5 Figure 6 are exemplaiy soeens displayed by the GUI 160 to the BSU 116. Sue* 
scre^ shown in Figures 7-26, are preferably built using Microsoft Visual Basic. As 
described below, the screens shown in Figures 7-26 are refOTed to by the same refwnce 
nimieral for the corresponding steps under the process 200. If multiple screens are 
associated with a ^ven step, then the screens are represaited by the referrace numeral 

0 followed by letters A, B, C, 

In step 202, the process 200 displays a log in screen, as shown in 
Figure 7. The log in screen requests a user ID, and password for the usee. In the 
exemplary embodiment, three levels of users are p^mitted access to the infrastructure 
100. A highest priority user can access all aspects and processes of the infiastructure 

5 100. A mid-level user can submit lead generation queries, create lead qualification 
filters, and perform many fiinctions within the infiastructure 100. A low level user can 
amply view certain data. The following discussion assumes that the user has access to 

.aU,prpcesses des^^^ _ . ^ _ . 

In step 204, after successfiil log in, the process 200 displays a main mrau 

0 screen (Figure 8) which permits the user to select one of at least sbc subprocesses: 
viewing or modifying lead marts (step 206; Figure 10), viewing or geno^g leads (step 
208; Figure 1 1), viewing records in the CLR 108 (step 210), viewing tables of data (step 
212; Figure 12), performing security fimctions within CONI 106 (step 214; Figure 26), 
or creating reports (step 216). The main menu, step 204, also provides certain puU- 

5 down fiinctions (in a Wmdows environment). For example, as shown in Figure 9, the 
main menu (step 204) can provide a generic table to view columns or rows of data 
within CONI 106 or other portions of the infi:astructure 100. As shown in Figure 9, the 
user can determine the status of a particular lead, perform local and global queries of 
leads or records within one or more databases within the infrastructure 100, determine a 

0 distribution status of records, display tables of steps necessary to create lead 
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qualification filters, generate reports, count the number of records in a lead mart, 
determine the status of records in a lead mart, etc. 

Based on a fir^ selection Crom the main menu screen (Figure 8), the 
process 200 in step 206 displays an initial lead mart screen, as shown in Figure 10. 
5 Under the lead mart screen of Figure 10, the user can open an existing table previously 
build to create a lead mart, or create a new record for storage in the lead mart. 
Figures 27A and 27B togetha* show an exmplary mart table used to create a lead mart 
under Informix, and fields in the table are generally self-explanatory. 

In step 218, the user can select one of two tabs for options to manage 

10 prop^es of the lead marts, as shown in the soeens of Figures 13 and 14. Refwring to 
Figure 13, a first so-een 21 8A allows the user to view a summary list of all of the lead 
marts being built. Referring to Figure 14, a screen 218B displays tables of the lead marts 
and allows the user to create a hierarchy among sudi lead marts by promoting or 
demoting the marts with respect to each oth^. 

15 In step 208, the process 200 displays a corresponding screen that permits 

the user to input a query or profile to be used in creating a lead qualification filter under 
a marketing campaign. In step 220, the process 200 displays a screen 220A, shown in 
, Figure .15, that aUows t^^ criteria, used ta^ create, a lead 

distribution list. As shown in Figure 16, the step 220 also displays a screen 220B that 

20 allows the various sale dties or TM/DM centers 1 1 8 to be displayed with corresponding 
data. In step 222, the process 200 displays a corresponding screen shown in Figure 17 
that permits the user to save a constructed query, submit the query to the lead 
qualification filter process 164 to pull corresponding records, and a fi^equency of refi-esh 
of such records. 

25 In step 224, the process 200 allows the user to display or obtain reports 

on various marketing campaigns. Referring to Figure 18, a screen 224 A allows the user 
to display lead records pulled for a given marketing campaign. Referring to Figure 19, a 
screen 224B displays a total number of lead records (rows), records which foiled the lead 
qualification filter, duplicates that pass the filter, but are already located in the CIA 108 

30 (under another campaign) and those which passed under the filter/campaign. Referring 
to Figure 20, a screen 224C displays distribution information to the user based on his or 
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her submitted queiy. Referring to Figure 21, a screen 224D displays orors in pulling 
lead records under the query. 

In step 212, the process 200 displays a corresponding screen, shown in 
Figure 12, that provides four options for displaying tables of data to the user sales 
5 dty/media/fonns table, distribution defeult table, list code hi^archy table and 
miscellaneous table. Reforing to Hgure 22, a screai 226 A di^lays or allows the user to 
create a record for a new sales city. Referring to Figure 23, a screen 226B allows the 
user to select one of several forms for displaying lead records to the sale dty (TM/DM 
center 118). Referring to Figare 24, a screen 226C allows the user to specify the type of 
10 media on which lead records are distributed to the sale cities (e.g., disk TRANS, tape, 
etc.). 

In step 228, the process 200 permits the user to select one of several 
distribution formats under previously constructed lead distribution records. In step 230, 
the process 200 displays a corresponding screen, shown in Figure 25, that lists codes 
15 corresponding to the hierardiy of marts and their corresponding lead records. In step 
232, the process 200 displays any additional tables of information for user selection by 
the user. 

^ ^ <> In step 214, the process 200 displays a corresponding sCTeen, shown~in 

Figure 26, of security options provided under CONI 106. Access to various portions of 

20 CONI 106 and its processes can be limited to levels of users. 

Although spedfic embodiments o^ and examples for, the present 
invention are described herdn for illustrative purposes, various eqiuvalent modifications 
can be made without departing firom the spirit and scope of the invention, as will be 
recognized by those skilled in the relevant art. The teachings provided herdn of the 

25 present invention can be applied to other businesses and marketing campaigns, not 
necessary the exemplary tdecommunications service provider and telemarketing 
campaign described above. For example, the present invention is equally applicable to 
implementing marketing campaigns for other market segments, and contacting clients 
developed under such campaigns via the Internet. Moreover, aspects of the present 

30 invention can be ^ployed to generate organized reports based on complex and 
volimiinous data stored in a data warehouse. 
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All U.S. patents and applications dted ho-ein are incorporated by 

reference. 

Those skilled in the relevant art can create source code for the software, 
processes and functions desoibed herdn based on the above-detailed desCTiption of the 
5 data flows, functions and processes of the SaMS Infrastructure and its related 
components. While certain operations under the present invention are described as 
occurring generally in a serial feshion, tfiose skilled in the relevant art will recognize that 
it is entirely within the scope of the invention to conduct some operations more or less 
dnudtaneously, or even in alt^nate order, from that described h^eiit 

^0 These and other changes can be made to the invention in light of the 

above detailed description. In general, in the following claims, the terms used should not 
be construed to limit the invwition to tiie specific embodiments disclosed m the 
specification and the claims, but should be construed to indude any data processmg 
systeta that operates under the claims to provide information management, contact 

15 services and client management functions. Accordingly, the invention is not limited by 
the disdosure, but instead its scope is to be determined entirdy by the following claims. 
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CLAIMS 

1. A compute implem«ited method of genCTating leads for a marketing 
campaign from dient records stored in a data warehouse, the method comprising the steps of: 

creating a mart containing a subset of the clirat records stored in the data 

wardiouse; 

selecting a subset of the dient records contained in the mart based on a first 

query; and 

constructing lead records based on the sdected subset of the client records and 
additional information stored in the data warehouse. 

2. The method of claim 1 wherein the step of creating indudes the step of 
creating a filter that detmnines which client records in the data warehouse are contamed as 
the subset in the mart. 

3. The method of claim 1 wherem the step of selecting includes the step of 
creating a lead qualification filter that determines vdiich client records in the subset of the mart 
are selected. 

4. The method of claim 1 wherein the step of constructing mcludes the 
step of retrieving certain data in the client records in the data warehouse based on a client 
mvrber. 

5. The method of claim 1 wherein the step of constructing includes the 
step of formatting the lead records for display on a computer screen. 

6. A system for generating lead records for a marketing campaign based 
on client records stored in a database, the system comprising: 

a user interface unit configured to accept query conmiands firom a user, 
a campaign management unit coupled to receive the query commands and 
create a lead qualification filter. 



wo 98/49641 



PCT/US98AI6721 



30 

a lead qualification filter unit coupled to the database and coupled to recdve 
the lead qualification filter, wh^dn the lead qualification filter unit is configured to apply the 
lead qualification filter to the client data to extract selected client records; 

a lead management unit coupled to receive the sdected dient recowls, wheran 
the lead management unit is configured to apply predetermined rules to the selected clirait 
records to produce a set of lead records; and 

a formatter unit coupled to receive the set of lead records, wherdn the 
fi)rmatta' unit is configured to convert the lead records into formatted lead records for use in 
the marketing campaign. 

7. The system of claim 6, fiirther comprising a lead data mart coupled to 
the lead qualification filter unit and the lead management unit, wherein the user interface unit is 
configured to accept a profile, and wherein the lead qualification filer unit is configured sdect 
client records in the database for storage the lead data mart based on the profile. 

8. The systan of claim 6, fiirther comprising a lead data mart coupled to 
the lead qualification filter unit and the lead management unit, and wherein the lead 
qualification fil«- unit is configured «tract the selected client records, in the lead data mart 
based on the lead qualification filter. 

9. The system of claim 6, fiirther comprising a contact management unit 
coupled to the database and coupled to receive client data for one of the formatted lead 
records corresponding to one of the selected client records, wherein the contact management 
unit is configured request the database to alter the one client record based on the received 
client data. 

10. The system of claim 6, fiirther comprising a centralized lead data 
repository that stores the set of lead records and a lead data mart coupled to the repository 
and coupled to receive client data for one of the formatted lead records corresponding to one 
of the set of lead records, wherein the contact management unit is configured alter the one 
lead record based on the received client data. 
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11. The system of daim 6 wherein the formatter unit is coupled to the 
database and recdves data fiom the database corresponding to each lead record in the set of 
lead records to produce the formatted lead records. 

12 The system of claim 6 \^erein the user iater&ce unit is configured to 
receive commands Srom the user via the Internet. 

13. A computer-readable medium holding compute-executable instructions 
for performing a method comprising the computer-implemented stq)s of: 

creating a mart containing a subset of client records stored in a data warehouse; 
selecting a subset of the dient records contained in the mart based on a first 

query; and 

constructing lead records based on the selected subset of the client records and 
additional information stored in the data warehouse. 

14. The computer readable medium of daim 13 wherein the step of creating 
oreating a filter that determines which dient records in the data warehouse 

are contained as the subset m the mart. 

15. The computer readable medium of claim 13 wherein the step of 
sdecting includes the step of creating a lead qualification filter that determines which client 
records in the subset of the mart are selected. 

16. The computer readable medium of daim 13 wherein the step of 
constructing includes the step of retrieving certain data in the client records in the data 
warehouse based on a dient number. 

17. The computer readable medium of daim 13 wherein the step of 
constructing includes the step of formatting the lead records for display on a computer screen. 
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18, In a compute system having a database holding dient records that hold 
infonnation regarding clients for marketing contact, a method conq)rising the comput^- 
implm^ed stq>s of: 

creating a subset of lead records from the database of client records, wherein 
each lead record in the subset contains less data than a corresponding client record in the 
database; 

selecting a plurality of lead records from the subset; 

retrieving additional information from the database based on the selected 
plurality of lead records; and 

creating formatted records for marketing contact from the additional 
information and the selected plurality of lead records. 

19. The method of daim 18, fiuther comprising the step of forwarding the 
formatted records to a marketing terminal for display thereon. 
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cintjd integer, 
adrjd integer. 
btn_npa smallint, 
btn^nxx smallint, 
btnjine smallint, 
division integer, 
account ct)ar(8), 
acctjnst.date dote, 
business.onlyjnd ctiar(1), 
calLzone smallint, 
calling_card_svc char(1), 
canceLreason ctiarfZ), 
cbn_don_type ctiar{l), 
cellular.cr.score smallint, 
cellular Jnterest char(1), 
cellular.msa char(3), 
cellular.svc char(l) 
clnt_type char(1), 
credit.score smallint, 
dom_doLc char(l), 
domuse.score smallint, 
dr_company_1 ctiar(3), 
dr.datesent„1 date, 
dr_datemaiL1 date, 
drjeadapp_1 ctiar(3), 
drjeadcamp_1 charrS), 
dr_mailapp_1 ctiar(3), 
dr_mailcamp_1 char(3), 
dr_mailterm_l charf3), 
dr_company_2 ctiar(3), 
dr_datesent_2 date, 
dr.datemaiL2 date, 
drjeadapp_2 cf»qr(3), 
drjeadcamp_2 cKar(3), 
dr_mailapp_2 cliar(3), 
dr.mailcamp_2 cfiar(3), 
dr_mailtenn_2 charf3), 
dr_company.3 ctiar(3), 
dr_datesent_3 date, 
dr_datemaiL3 date, 
drjeadapp J ctiar(3], 
drjeadcamp_3 ctiar(3), 
dr_mailapp_3 ctiar(3), 
dr_mailcamp_3 char(3), 
dr_mailterm_3 charfS], 
dr_company_4 ctiar(3), 
dr_datesent_4 date, 
dr_datemaiL4 date, 
drjeadapp_4 char(3l, 
drjeadcamp_4 char(3), 
dr_mailapp_4 char{3), 
dr_mailcamp_4 ctiar(3), 
dr.mailterm_4 ct)ar(3), 
epsilon_use_score smallint. 
fgb_dom_min_c char(1). 
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fgbJntLmin_c char(1) 
fgb.doLc char(l), 
fgd_canceLdate date, 
fgd_dom_min_c cl)ar(1}, 
fgdJntLmin_c ctiarflj, 
fgd.ml(t_strgty cfiar(l), 
fgd_doLc char(1), 
frmr_cust_type char(iy 
frmr_cust_usage char(l). 
inbound_country char(3), 
inbound JntLmin_c ctiar( 1 ), 
interlata^ic_frz char(l), 
interlata_svc ct»ar(l), 
lntl_doLc ct)ar(1), 
intljang_value char{2|, 
lntl_scoreJang ctiar(1), 
intUnuscore smallint, 
IntLusoge.score smallint, 
interstate_min_c ctiar(1), 
Interstote.doLc char(1), 
intralata_svc ctiar(1), 
intralatal. score smallint, 
intrastate_min_c ctiar(1), 
intrastate_doLc ctiar(l), 
invoice.amount integer 
jurisdiction Jnd ctiar(l), 
languoge cliar(1), 
line.size Integer, 
listcode_1 charf6* 
listcode.2 ctiar|6| 
llstcode_3 ctiar(6 
Jst^cbn_datesent date, 
Ist.cbn.datecall date, 
lst_cbn_saleapp ct)ar(3), 
lst_cbn.solecamp char{3), 
lst_cbn_saleterm ctiar(3), 
Ist^cbnjeadapp cttar(3). 
Ist.cbnjeadcamp ct)ar(3), 
Istjnvoice.month smallint, 
Ist^mci.datesent date, 
lst_mci_datecall date, 
lst_mci_saleapp char(3V 
Ist^mci.salecamp ct»ar(3), 
Ist^mcLsaleterm char(3), 
Ist.mcijeadapp ctiar(3), 
Ist^mcijeadcamp char(3), 
lst_smn_datesent date, 
Ist.smn.datecall date, 
lst_smn_saleapp cliar(3), 
lst_smn_salecamp cliar(3), 
lst_smn_saleterm char(3), 
lst_smnjeadapp ctiar(3), 
lst_smnjeadcamp char(3), 
mercatus_use_score smallint, 
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mkt.messjntra char(1), 
niche_code char(3), 
nocall char(1), 
nomail chant j, 
novisit chaifl), 
outbnd.country chor(3), 
oiitbndJntl_min_c char(1), 
pager.crediLscore smallint. 
pager.avail char(1), 
pager^svc char(0, 
personaL800_svc char(l), 
plc_envjnd char(2), 
plan char(4), 
pmicode char(6), 
presenLcarrier char(4), 
priznucode chor(2), 
prospecLscore smailint, 
proWder^l charf4l 
provlder_2 char(41, 
provider_3 char(4}, 
reteniion.score smallint, 
smart_m[n_avail char(l), 
sohojnd char(l), 
state char(2), 

target_resp_score smallint, 
telcojnd ctiar(4), 
tm_company_1 ctiar(3), 
tm_datesent_l date, 
tm_datecalLl date, 
tmjead.opp.l ctiar(3), 
tmjead_camp_1 ctiar(3), 
tfn_sale_app_1 char(3), 
tm.sale_camp_l ctiar(3), 
tm_salejerm_l diar(3), 
tm_company_2 ctiar(3), 
tni_datesent_2 date, 
tni_datecalL2 date, 
tmjead_app_2 ctiar(3), 
tmjead_camp_2 char(3), 
fm_sale_app_2 char(3), 
tm.sale_camp_2 char(3), 
tm_salc_term_2 ctiar(3). 
tm_company.3 ct)ar(3), 
tm_date$ent_3 date, 
tm.datecalL3 date, 
tmjead^app J char(3), 
tmjead_camp_3 char(3), 
tm_sale_app_3 char(3y 
tm_sale_camp_3 char(3), 
tm.sale_tenn_3 ctiar(3), 
tm_company_4 char(3), 
tm_datesent_4 date, 
tm_datecalL4 date, 
tmjead_app_4 char(3], 
tmjead_camp.4 ctiar(3). 



tm_sale_app_4 ctiar(3), 
tnn.sale.camp.4 ct)ar(3}, 
tm_sale.tenm_4 ct)ar(3), 
tm_compqny_5 char(3), 
tm.datesent.5 date, 
tm.datecalL5 date, 
hnjcad_app_5 char(3), 
tmjead.camp_5 ctianS), 
tm_sale_app_5 ct)ar(3y, 
tm_sale_camp_5 ctiar(3), 
tm_salejenn_5 char(3), 
totatuse.score smollint, 
troveLscore smallint, 
walmart_avail ct)ar(1), 
zip integer, 
zip.4 smallint, 
.1_800_coll_svc ctiar(l), 
.500.SVC ctiar(1), 
united.artistjnd cfiar(1), 
continentaljnd cticrQ), 
northwestjnd ctiar(l j, 
oacc_18c_ctr smallint, 
tot^btns^er.clnt Integer, 
tot_wtns_per_btn integer, 
dom_3_tier_score smallint, 
lcas_domu$e_scr smallint, 
l(as Jntluse_scr smallint, 
kasjotuse^scr smallint, 
kasjifetime.scr smallint, 
inbound_nosale ctiar(2), 
fech_affLfamily ctiar(1), 
intemet_avail char(1), 
intralataj)icjrz cttar(1), 
intematl.pfc_frz ctiar(1), 
card.usage^score smallint, 
dr_3_tier_score smallint, 
fftmresp.score smallint, 
ffdrresp_score smallint, 
longdist_use_scr smallint, 
movers.score smallint, 
tm_3Jier_score smallint, 
intrastate.use.scr smallint, 
hispanic.use_scr smallint, 
territoryjd char(4), 
high_va!uejnd ctiar(1), 
lifestage.scr ctiorQ), 
income.scr ctiarfl), 
lifestyle.scr char\11 
segment Jnd char(l), 
btn_ctr_1 smallint, 
btn_ctr_2 smallint, 
btn_ctr_3 smallint, 
btn_ctr_4 smallint, 
btn_ctr.5 smallint, 
btn_ctr_6 smallint. 
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